Purpose -The aim of this paper is to better understand the concept of communication in organizations through the comparison of definitions given by scholars from different business-related communication disciplines: marketing, public relations, organizational communication and corporate communication.
Many fields of study have developed different points-of-view on the concept of communication: political science, economics, sociology, psychology, management science, anthropology, linguistics, cybernetics, biology, philosophy and government (Varey, 2000) . The list could be extended further with business-related communication field of studies: advertising, corporate communication, marketing, organizational communication, public relations, mass communication and semiotics. Each of the above-mentioned fields is institutionalized as a discipline, because there are field-specific manuals, journals, university courses, professional associations and academic networks.
The very large number of theories and volume of research in organizational communication (Jablin and Putnam, 2001 ) have been synthesized into six metaphor clusters (Putnam et al., 1996) . The conduit metaphor views organizations as containers or channels, and communication is a tool for information transmission. The lens metaphor views the organization as an eye that scans the environment seeking information and relaying information. Communication is a filtering, reception and perception process.
The linkage metaphor defines the organization as a relationship network, and communication is equated with connections. It views the organization as coordinated actions that enact their own rules, structures and environment through social interactions. Communication is social interaction and sense-making.
The symbol metaphor considers the organization as a literary text and a symbolic milieu. Communication is interpretation through meaning creation and sharing. The voice metaphor views the organization as a chorus. Communication is the expression and distortion of the voices of organizational members. The discourse metaphor considers the organization as texts and patterns of interaction. Communication is equated with conversation that intertwines action and meaning.
Research studies in the field of organizational communication assume, implicitly or explicitly, a peculiar view of human communication synthetized into four perspectives. The mechanistic perspective sees communication as the transmission of messages across space, via a channel from one sender to a receiver. It is a causal and linear model of communication and primarily focuses on the channels. The psychological perspective primarily concentrates on how the characteristics of individuals, such as cognition, attitudes and conceptual filters, affect the communication process. The interpretive-symbolic perspective adopts the ideas of the process of organizing (Weick, 1979) and states that organizational communication consists of coordinated behaviors that build the socially constructed reality. The focus is on congruence between the meanings given to events and on culture that impacts the interpretive process. The system interaction perspective focuses on sequences of patterned behaviors. The communication process is greater than the sum of its parts.
Organizational communication studies show, first, that communication and organization are two equivalent concepts (Tompkins and Wanca-Thibault, 2001 ). Second, it appears that communication is not contained in the organization, nor does it mirror or reflect reality. On the contrary, communication is formative and creates the organization (McPhee and Scott Poole, 2001 ): "Communication and organization are equivalent (. . .); it is the paint and the canvas, the figure and the ground" (Tompkins and Wanca-Thibault, 2001, p. xxix) .
There is a growing tendency to focus organizational communication research on the "communication theory of organization" (Deetz, 2001, p. 5) . Organization is "a text produced by a set of authors, through conversation" (Taylor, 1993, p. 96) . In other words, what emerges is the idea that the organization is communicative by nature. This concept is synthesized in the idea of the "expressive organization" (Schultz et al., 2000) .
More recently, the notion has emerged in the field of organizational communication of "Communication Constitutive of Organizing" (Ashcraft et al., 2009; Putnam and Nicotera, 2009 ). This concept derives from Weick's notion of "process of organizing" (Weick, 1979) , which contrasts with the concept of a static organization. It points out the relevance of language and collective sense-making communication processes to create the organization. The communicative constitution of organization relies on four kinds of interaction processes: membership negotiation, self-structuring, activity coordination, and institutional positioning (McPhee and Zaug, 2000) .
Public relations
Scholars in the field of public relations adopt several paradigms (Edwards, 2012) generating many terms associated with it (Cropp and Pincus, 2001 ). The concept of public relations can assume three meanings. The first is to communicate with the publics of an organization in order to persuade them. For example:
The goal of PR is to influence the behaviours of groups of people in relation to each other (White and Mazur, 1996, p. 11; cited in Tench and Yeomans, 2009 ).
This meaning includes the "press agency-publicity", the "public information" and the "two-way asymmetric" models of public relations (Grunig and Hunt, 1984) . Through a scientific approach based on persuasion techniques and audience analysis, public relations specialists have honed their abilities to construct and disseminate persuasive messages.
The second meaning refers to public relations as relationship management. It was introduced by Ferguson (1984) and then supported by many scholars, including Cutlip et al. (2006) , Broom and Dozier (1990) , Guatri et al. (1999) , and Hutton (1999) .
This type of definition refers explicitly to systems theory by defining public relations as a subsystem that connects the organizational system to the environmental system (Grunig and Hunt, 1984) . Ledingham and Bruning (2000) developed this model and applied it to specialized areas of public relations. Kent and Taylor (2002) expanded the concept to the one of dialogic public relations. The most recent and promising trend in public relations is the transition from functionalism to the co-creation perspective (Botan and Taylor, 2004) .
The third meaning refers to public relations as a mean for positioning the organization (Cropp and Pincus, 2001 ) and its reputation (Hutton, 1999) . Crucial to this step is the maturing of the role of public relations professional from technical to managerial (Grunig and Hunt, 1984; Grunig et al., 2002; Broom and Smith, 1979; Dozier, 1984) . The communication technician's work focuses on message creation, its spreading at a tactical level and implementing decisions taken by other people in the company. The communication manager develops communication strategies and policies with a long-term horizon (Dozier, 1984) . The managerial role implies extending the skills of public relations practitioners to financial and economic analysis, decision-making and project management. Mastering managerial skills can legitimize public relations professionals within the executive management board of the company.
The various concepts of public relations are part of a continuum and they overlap. They do not disregard each other but rather integrate each other (Cropp and Pincus, 2001) . Furthermore, scholars in the field adopt assumptions that are connected, showing that public relations cannot be compartmentalized (Edwards, 2012) .
The common features of some of the prevailing definitions of corporate communication (van Riel, 1995 , van Riel, 2003 Goodman and Hirsch, 2010; Cornelissen, 2008) , have been synthetized in three points (Frandsen and Johansen, 2013) . First, corporate communication is a strategic management function that takes a strategic approach to communication activities and is tied the overall strategy of the company. Second, it integrates external and internal communication activities spread among a series of organizational practices to build, maintain, change and/or repair one or more positive images and/or reputations. Third, all this activities take place inside relationships with the external and internal stakeholders of the company.
Corporate communication encompasses and manages all company's communication activities as an integrated whole with the aim of building and maintaining a valuable corporate reputation across different stakeholder groups, markets and audiences (Christensen and Cornelissen, 2011; Cornelissen, 2008) . The corporate communication paradigm privileges the sender's point-of-view, assumes for itself an orchestration role, and justifies centralized control of the communication function (Christensen and Cornelissen, 2011) .
Corporate communication includes three categories of communication defined by the senders or the receivers of the communication (van Riel, 1995 (Goodman and Hirsch, 2010; Argenti, CCIJ 19,2 2009; Cornelissen, 2008) . Corporate communication is used as a broad and comprehensive term to include a variety of communication and management activities (Christensen and Cornelissen, 2011; Shelby, 1993) . Studies of corporate communication have recently focused on value and reputation management as the primary asset of the company (van Riel and Fombrun, 2004) . Reputation has been defined as "a collective representation of a firm's past actions and results that describes the firm's ability to deliver valued outcomes to multiple stakeholders. It gauges a firm's relative standing both internally with employees and externally with its stakeholders, in both its competitive and institutional environments" (Fombrun and Rindova, 1996) . Reputation is seen as a fundamental signal for financial markets, which reward companies with the best reputation.
Core themes of corporate communication are corporate identity, image and reputation; the integration of verbal and behavioral activities; and the relation between the organization and its stakeholders (Frandsen and Johansen, 2013) .
Discussion and conclusions: convergences and different nuances
This section compares the definitions of communication from the disciplines of marketing, organizational communication, public relations and corporate communication, referring to the following conceptual variables: the purpose of communication, the criteria used to identify communication categories and the theoretical background.
The prevailing purpose of communication in organizations, according to marketing, is the building of loyal relationships with all stakeholders (Kitchen and Schultz, 2003) . For organizational communication it is the social creation of the process of organizing (Ashcraft et al., 2009) . For public relations it is the managing of relationships to position the organization's reputation (Cropp and Pincus, 2001) . And for corporate communication it is reputation management.
The criteria used to categorize communication at a conceptual level are contents and receivers for marketing, the perspectives on human communication for organizational
